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December 2013 
 
Has the state established a budget for implementation of this promotional program?  
No.  Part of the team’s responsibilities includes creating a suggested budget for an effective rollout of the 
message.   
 
What are the desired outcomes and how do you intend to measure success of the promotional program? 
The desired outcome is that our targeted group thinks positively of agriculture, can repeat the message that 
was delivered, and understands the importance of Indiana agriculture.   
 
Is this something you want to use across the state to promote agriculture?  Perhaps on TV, radio, etc?   
Correct.  We would like a prospective message and/or campaign that communicates the Good Works of 
Indiana Agriculture.  One team may suggest a print-only campaign.  Another team may suggest a radio-only 
campaign.  Yet another team may suggest a combination of media.  Part of the contest assignment is for the 
students to determine the message and the most effective delivery methods, including their reasons for 
selecting both.   
 
Are we to actually create a marketing campaign that could be ready to use?  
We are not expecting or asking for a “ready to use” campaign, but one that could be developed and taken to 
market with relative ease.  For example, in your work, you may choose to use stock photography and in our 
campaign, we would use licensed photography.  In your work, you may use student actors and we may choose 
to hire actors.  Present your work with as much polish as you have available.   
 
Can the team propose a strategic campaign and also provide the work (the communication tools) for 
dissemination?  Would that be "too much" according to the rules?   
A - The teams should propose the campaign and the deliverables.  It is not considered “too much”.  On the 
contrary, it is considered to be expected that the team would submit sample deliverables (the communication 
tools) for the judges to consider.   
 
Are we expected to or allowed to hire additional talent such as graphic designers?   
No.  The work submitted for the $25,000 prize should be that of ONLY the students on the team and not the 
work of outside professionals. 
 
If a student team member is not “carrying his or her weight” with the project, can we remove them from our 
team?   
The decision to remove a team member lies solely with the team and their faculty advisor.  The faculty advisor 
must certify which team members are to be considered as “final team members” for prize consideration and 
receive the monetary award.  
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Our university has a marketing agency on retainer.  Can we ask the marketing agency for input or guidance?   
No.  All work should be the work of students with guidance from faculty advisors and without the aid of 
outside paid professionals such as the university’s marketing agency.   
 
Can we add students to our teams? 
No. Only the team members who were originally submitted (deadline of November 29) will be considered as 
official team members.  Students may be dropped from the team, but no additions are accepted. 
 
What if our team drops to less than 3 members?   
Your team will be disqualified.  There is a 3-member team minimum required.  We understand that completing 
this contest within the short time period with many other priorities will be quite a challenge.  Part of the 
learning experience is how to work under pressure and keep all of your team members actively engaged while 
delivering a quality product.   
 
Can a faculty advisor work with multiple teams? 
Yes, while it will be time consuming for the faculty advisor to work with more than one team, it is permissible.   
 
Can a team have more than one faculty advisor?   
Yes, it is permissible for the students to interact with multiple faculty members for input, guidance, etc.  
However, there should only be one lead faculty advisor for interacting with the task force.  Communicate with 
Abigail Maurer who the lead faculty advisor is for your team.   
 
Is the award cash or scholarship? 
Winning students will split a cash award.  The winning college or university will also be awarded a check.   
 
How do we communicate throughout the contest?  
Abigail Maurer of the Indiana State Department of Agriculture will be your point of contact.  For teams with 
more than one faculty advisor, communicate with Abigail who your primary/lead advisor is.  Every team should 
email Abigail (amaurer@ISDA.in.gov) the name of the student lead.  Questions should come from the student 
leads with a copy to the faculty advisor.  Abigail will reply to emails to the student lead with a copy to the 
faculty advisor.  Check the website for updated information as well.   
 
 
As our team has additional questions, how do we get those answered? 
In addition to meeting with the task force, you may also ask questions throughout the contest.  A lead student 
should be designated by each team.  The lead student and the faculty advisor should submit all questions in 
writing.   
 
Please submit your questions in writing to Abigail Maurer (amaurer@ISDA.in.gov).  Abigail will direct the 
question to the appropriate panel/task force member and then post the answer to the ISDA website for all 
teams to see.  An email reply will also be sent to all lead faculty advisors and lead students (one lead student 
per team).  This will ensure that all teams have access to exactly the same answers.   
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Questions from Team Meetings with Task Force 
Updated: January 17, 2014 
 
Should teams provide budget options rather than just one budget recommendation?   
It is completely up to the teams to decide whether they want to submit one budget recommendation or 
multiple options.  If options are provided, please be descriptive about why options were submitted and what 
the value for each option provides.   
 
Will other teams be in attendance at our meetings with the RFP group?   
Yes, it is possible that multiple teams will be attending meetings together.  The meetings will be filled on a first 
come, first served basis for registration and seats are limited.  Attendance is taken at each meeting.   
 
Have you tried any marketing or communication approaches like this contest before?  If so, what didn’t 
work?   
To the best of our knowledge, a contest with this goal (tell the story of the Good Works of Indiana Agriculture) 
has not been attempted before.   
 
Why was the contest approach selected?  Why not just hire an agency?   
The Lt. Governor and the task force believe strongly in education and providing students with “real life” work 
experience and opportunities.  In addition, this contest allows many more bright minds – some of Indiana’s 
best and brightest -- to work on the project, which gives us many more potential, creative solutions to 
consider.  Many students participating in the contest are within the targeted demographic that we hope to 
reach as well.   
 
For placement purposes, are we permitted to pull logos from the IN.gov website?   
Yes.  High resolution logos will replace the temporary logos you use for placement before anything is 
published.   
 
Should the teams consider the task force as partners or clients?   
We are your client.   
 
Should any particular business or industry segment be highlighted?   
That is a decision up to the teams.  Keep in mind that this contest is about Indiana Agriculture, and agriculture 
includes a variety of different segments.   
 
Will the judges share their judging rubric prior with all of the teams prior to judging?   
No.  Each team is asked to submit their best work that meets the needs of the client.   
 
What are the due dates?  When will the top three teams and the winner be announced? 

 February 14: RFP Due to Abigail Maurer via email (amaurer@isda.in.gov). 

 March 7: Top three teams announced 

 March 24: Top three teams present to judges, winning team announced and a press conference with 
Lt. Gov. Ellspermann, followed by a reception for the finalists at the Governor’s residence. 

 
How will final submissions be submitted? 

Submissions will be submitted via email to Abigail Maurer (amaurer@isda.in.gov) by Feb. 14 at 11:59 p.m.  All 

teams will receive an email of receipt from Abigail Maurer on Feb. 17.  We are expecting a PDF document from 
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teams describing their marketing strategy with supporting research in addition to materials.  If the team is 

sending multiple deliverables, all materials MUST be sent in one zipped folder titled accordingly: INSTITUTION 

NAME_TEAM NAME.   

Additionally, all files should use the following naming hierarchy: INSITUTION NAME_TEAM 

NAME_DESCRIPTOR.  The descriptor should be simple and obvious.  Videos and audio can be uploaded to a 

website or cloud (YouTube, DropBox, etc…) with links provided in the PDF document.  It is the responsibility of 

the teams to ensure that all links work.   

What level of completeness is expected for the deliverable due on Feb. 14? 

We are expecting a sample of the finished product, not a paragraph describing what it might be.  If you are 

suggesting a deliverable that is outside your skill set, do everything within your power to communicate what 

you think should be created.  There are 37 teams participating in this competition, and it is vital that you bring 

your best. 

What is a reasonable budget to set for the project? 

We do not have a predetermined budget set.  It is up to teams to determine what a responsible, reasonable 

and effective budget is.  Teams are expected to do research and determine what type of budget is appropriate 

for the scope of their project.  Teams are also encouraged to think about different ways of handling a budget, 

such as a phased approach.   

Has the RFP team established success measures they are hoping to achieve with this campaign? 

We think there are many right answers to the question of how might we promote the good work of Indiana 

agriculture.  The RFP is intentionally general and there are no hidden expectations.  Our overarching goals: 

people will think positively about Indiana agriculture and remember your message.   

If desired, teams may establish their own measure of success for their particular campaign and include the 

measure(s) in their plan.  For example: “The goal of our marketing campaign is to educate consumers on X, Y & 

Z.  This campaign would be considered a success if X% of consumers do Y & Z.” 

Define green and sustainability: 

Drawing on the definition of the Center for Food Integrity, we define sustainability as an 

operation/process/procedure/practice that is economically viable, scientifically verified and ethically 

grounded.   

Define technology. 

Technology in agriculture encompasses everything from genetically-modified organisms to precision 

agriculture. 
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What falls under the umbrella of agriculture? 

In addition to the typical industries associated with agriculture (row crops, dairy, pork, etc…), agriculture also 

encompasses industries such as lumber, aquaculture and some Indiana artisan products (i.e., the Indiana wine 

industry).  Teams can focus on whatever segment(s) of agriculture that they desire. 

Are there plans to use this campaign outside of Indiana? 

Our target market is Indiana.  While we do not have expectations to use the campaign outside of the state, we 

have not ruled out this possibility. 

How long should the campaign calendar be? 

The calendar should be however long it needs to be to achieve maximum effectiveness.  There is an 

expectation the campaign is something that we can quickly employ.   The campaign can be something that is 

phased in stages. 

Teams should justify their campaign calendar, and be very clear in describing the implementation of their plan. 

Who are the judges for this project? 

Projects will be judged by professionals from the agriculture, marketing and communication industries. 

Are there any marketing campaigns that you see as inspiration for this project? 

Look at the state and national level, and you’ll see countless examples of campaigns and communications 

projects that seek to promote agriculture in winsome ways.  Got milk?, Why I Farm, The Glass Barn and Fair 

Oaks Farms are examples of efforts designed to educate consumers on agriculture in engaging, creative ways. 

As previously stated, the task force does not have a campaign answer in mind that they hope teams create.  

There are many right answers to the question of how might we promote the good work of Indiana farmers.  

Will there be collaboration between the winning team and the creative team that will implement the 

project? 

There will be an introduction between the winning team and the staff who will implement the project.  The 

task force wants this to be a learning experience for students and help students network with professionals in 

their respective fields. 

Regarding social media, should the plan be integrated with current social media efforts or introduce an 

entirely new plan? 

Teams may decide what they believe the best course of action is for their plan.  If they integrate new ideas, 

those ideas should come with clear processes and a plan for implementation.   

 

 



Updated: January 17, 2014 

Does the Lieutenant Governor’s Office and/or the ISDA have connections with celebrities and other notable 

Hoosiers who might serve as “faces” for the campaign? 

There are Indiana celebrities already serving as faces for various agriculture campaigns.  Additionally, the task 

force has contacts could be asked to help with this project if deemed appropriate. 

Does ISDA have a slogan? 

No, ISDA does not have a slogan.  Also, note that this campaign is bigger than ISDA; it is about promoting 

Indiana agriculture as a whole. 

What has been the most successful media used in the past? 

The success of the media has been closely tied to the message itself.  

Why do you believe that it is important to advocate for Indiana Agriculture?  What is the motivation behind 

this project? 

Indiana agriculture is a significant contributor to the Hoosier economy in addition to feeding our state, the 

nation and the world. It is important for Hoosiers to understand the industry and appreciate the work of those 

who in the industry.  Additionally, we need to understand the advanced nature of agriculture and make certain 

that legislators are informed about the industry to ensure that Indiana remains a national leader in agriculture.  

If Hoosiers do not tell their own success stories about agriculture, the stories may be inaccurately told by 

others. 

As the Secretary of Ag and Rural Affairs, Lt. Gov. Ellspermann is passionate about ensuring that agriculture is 

successful in Indiana.  Additionally, it is important to communicate that career opportunities in S.T.E.M., which 

encompasses agriculture.   

Regarding the project’s target audience, is there a particular segment of the 18-35 year old population 

teams should target? Is there a particular geographic target area (urban, suburban, etc…)? 

No, there is no further definition other than what was originally provided.   

Are there brand standards teams should adhere to? 

No, there are no brand standards to honor at this point in the process. 

How much marketing material is desired? How much research material desired? 

The teams should view the panel of judges as a client.  How will you prove to your client that your approach is 

the best approach?  This requires balancing research and marketing material.  Teams should decide what to 

include in their submissions to ensure that judges understand a team’s reasoning, but are not overwhelmed, 

and can clearly see the proposed deliverables and how those deliverables tell the story 

 

 



Updated: January 17, 2014 

What are the goals of Indiana State Department of Agriculture? 

ISDA exists to define and nurture economic opportunities in agriculture, enhance the stewardship of natural 

resources on agricultural land and advocate for agriculture at the local, state and federal levels. 

Please note that the scope of this project is all of Indiana agriculture, not just ISDA. 

What stories would you (the task force) want to tell? 

Indiana feeds the state, the country and the world. 

Indiana agriculture is focused on sustainability. 

Indiana farmers are men and women who are concerned with stewarding the land so that it produces food for 

future generations. 

The “Got Milk?” campaign was started in response to the problem that milk consumption was declining.  Is 

there an analogous problem that spurred this competition? 

There are numerous opportunities that prompted this competition.  Two stand out.  First, there is a general 

lack of knowledge about where food comes from and how it is produced.  Additionally, there are not enough 

voices telling the positive stories about the good works of Indiana agriculture. 

 


